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Abstract 
 
The  main  objective  of  this  research  has  been  to  assess  the  effects  of  a  10  minute  publicity  campaign  called  “Stop  the  
Accidents” upon drivers’ willingness to take risks in traffic situations. Participants exposed to the campaign were compared to 
a control group.   
Method: the participants were students of the University of Bucharest, Faculty of Psychology and Education, aged 19 to 25, of 
both sexes, holders of a valid “category B” driving license. Instrument: Vienna Traffic Risk-Taking Test. After applying 
Student’s t-test no statistically significant differences were found between the two groups although the mean of the results of 
the control group was lower than the mean of the experimental group (30.41<40.13). These results show that, after exposure 
to the publicity campaign, the subjects had an increased willingness to take risks in traffic, as indicated by the situational test. 
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1. Theoretical foundation 
 
Risk taking behaviour in traffic is influenced by internal factors, such as personality traits, as well as external 
factors, such as the level of noise in the car, music, the presence of passengers, perception, the consumption of 
alcohol, coffee, etc. (Ani ei & Chraif, 2010; Ani ei et al. 2009; Ani ei, Chraif, Niculae & Vancea, 2009). 
Horswill and McKenna (1999), while investigating drivers’ choice of speed on the road, discovered that 
increasing the noise level inside the car led to a decrease of the speed preferred by the drivers. Another essential 
factor in risk taking behavior was alcohol consumption (Ani ei et al. 2009; Schuhfried, Sommer, Ani ei & Chraif, 
2011). In their studies, Hartos, Eitel, & Simons-Morton (2001; 2002) and Hartos, Nissan, & Simons-Morton 
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(2001) have found that there are particular events in the life of teenagers eager to obtain their driving licence that 
offer significant opportunities for preventive intervention. The authors mention various forms of parental control, 
delaying the driving test etc. as examples of such interventions.  
 Public information campaigns attempt to sensitize the public towards negative aspects of social life in order to 
mitigate those social problems. Their message is based on logical persuasion as well as emotional influence 
(Balanescu, 2009). According to Balaban (2009) any publicity campaign should take into account psychological 
processes, such as attention, sensations, perception and memory. 
2. Objective and hypotheses 
2.1. Objective 
 The main objective of this research has been to study the magnitude of the effects of the publicity campaign 
“Stop the Accidents” upon the willingness to take risks in traffic of the drivers exposed to the campaign, in 
comparison to those not exposed to the campaign. 
2.2. Hypothesis 
 The publicity campaign “Stop the Accidents” has a significant effect upon the tendency towards risk-taking in 
traffic of young students possessing a “category B” driving licence. 
3. Method 
3.1. Participants 
 The participants were 64 students of the University of Bucharest, Faculty of Psychology and Education, all 
amateur drivers, aged 19 to 25 (m=; S.D.=) enrolled in both degree and master courses. The participants 
completed the Inventory of Driving Related Personality Traits, IVPE (Vienna Test System, 2012) during the 
same publicity campaign (Chraif, Stefan, 2012). The participants who displayed a lack of interest in the test, 
those unwilling to complete it and those possessing a professional driving licence were excluded from the study. 
3.2. Instruments 
 
 The Vienna Traffic Risk-Taking Test (WRBTV) (Vienna Tests System, 2012) is an objective, tamper 
resistant, personality test which aims to measure the individual’s willingness to take risks in traffic situations and 
takes advantage of the latest multimedia techniques. The test is focused on measuring the subjectively accepted 
level of risk in various traffic situations (Figure 1) and is mainly used in the fields of: traffic psychology, 
psychology applied to human resources and psychology applied to industry. 
 This test measures the risk-taking behaviour in potentially dangerous situations. The term “risk” has certainly 
had more than one meaning attributed to it in the literature. The WRBTV test is based on Wilde’s theoretical 
model of risk homeostasis (Wilde 1978, 1994) as quoted in the Vienna Tests System catalog (2012). The 
measured quantity is the subjectively accepted level of risk or the individual’s assessment of risky situations. 
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                                                  Fig. 1 Item sample from Vienna Risk-Taking Test Traffic (WRBTV) (Vienna Tests System, 2012)  
 
 
3.3. Procedure 
 
This study has been applied toghed with the effects of exposure to advertising campaigns on drivers’ 
personality trait Chraif & Stefan (in press). Hence, in this paper we focus on the willingness to risk test. 
The participants were exposed to a 10 minute video recording of the publicity campaign “Stop the Accidents” 
and afterwards completed the Vienna Traffic Risk-Taking Test. The control group was not exposed to any visual 
or auditory stimuli before taking the Vienna Traffic Risk-Taking Test. The test presented an objective interface 
with written instructions followed by an accommodation phase and the test phase. 
3.4. Experimental Design: Variables 
 
The independent variable applied to the experimental group was the publicity campaign “Stop the Accidents” 
which made use of negative emotional elements in an attempt to inhibit risk-taking tendencies in traffic related 
decisions at the personality traits measured (Chraif & Stefan, in press). The dependent variable was “tendency 
towards risk-taking behaviour in traffic situations” as a personality trait specific to drivers. Risk-taking behaviour 
was assessed in the context of dangerous driving situations and the measured quantity was the subjectively 
acceptable level of risk.  
4. Results  
In order to verify the normal distribution of the sample the Kolmogorov-Smirnov test was applied both to the 
group exposed to the publicity campaign and to the controls. According to this test the data were normally 
distributed (p>0.05) and Student’s t-test could be applied to the difference between the means. 
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Table 1. Descriptive statistics for IVPE dimensions, t-test and p-value (N=64) 
 
Scales Group  Mean Standard Deviation 
t-test p-value 
willingness to take risks in Control 30.81 27.656 -1.307 .196 
traffic situations Experimental  40.13 29.324   
 
As shown in Table 1 the hypothesis was not confirmed statistically therefore there were no statistically 
significant differences between the mean results of the control group and the mean of the experimental group 
with regards to the publicity campaign “Stop the Accidents”. Nevertheless the mean result of the control group 
was lower than that of the experimental group (30.41<40.13) indicating that a 10 minute exposure to the publicity 
campaign “Stop the Accidents” raised the willingness to take risks but not to an extent that was statistically 
significant. 
5. Conclusions 
In the context of the current high rate of development of road transport and of the increase in the number of 
road accidents leading to loss of life, serious injuries and, last but not least, to significant psychological effects on 
the participants, their families and on the accident witnesses, the study of the effect of a 10 minute campaign such 
as “Stop the Accidents” upon the personality traits of drivers and their willingness to take risks was considered 
timely. 
Taking into account that road accidents depend on a large number of situational factors that are often 
unpredictable, the current research was focused on the assessment of the willingness to take risks during 
overtaking, changing direction of travel at junctions, crossing railway level-crossings, etc. As shown in Table 1 
the research hypothesis that there are statistically significant differences in the willingness to take risks in traffic 
situations was not confirmed although the mean result of the control group was significantly lower than that of 
the experimental group (30.41<40.13). Considering that the participants to the study were young people between 
the ages of 19 and 25 a possible explanation of the increased willingness to take risks of the experimental group 
was their youth and their familiarity with computer games. Future research will involve increasing the duration of 
the exposure to video and audio campaigns as well as to other media such as newspapers, photography and film 
in conjunction with the study of additional variables such as age, level of education, social environment and the 
gender of the participants. 
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